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In making your selections of cities for street car advertising, be sure 
to scan carefully all printed matter, lists, &c., submitted, and see that 


“Full-Time” Cars 


| are offered ; not simply cars, as most every street railway company own a 
double complement—some used in winter, others in summer. Be sure 
| and compare population of cities ; as, for example, Syracuse, N. Y., with a 
| population of less than 80,000, offers street car advertising in 176 CARS; 
| while Buffalo, with a population of 253,000, offers 150 Full-Time Cars, 
| every car being included when 150 are sold. There are, of course, more 
than 150 cars in Buffalo, but not more than 150 ‘‘ Full-Time” Cars that 
average 70 miles per day. 
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| 

The ‘‘ circulation liar” is not confined to newspapers, and as street 
| car advertising is now a close second to the papers, advertisers should 
give it the same _ and thought. All cars contracted for should 
| be ‘‘ checked up,” oo iries made of street railway superintendents as to 
| actual number of ** ULL-TIME ”’ Cars run, and how many “extras” | 
and ‘‘trippers.” None of the last two kinds should be charged for. | 


CARLETON & KISSAM | 


contract only for ‘* Full-Time” Cars, controlling at present over 6,000, 
and only have business connections with other concerns who charge for 


‘¢ FULL-TIME’’ CARS ONLY. 





; - OFFICES: - 
Boston, New York, Chicago, Buffalo, Rochester, Providence, 

Newark, Cincinnati, Columbus, 

| Minneapolis, St. Paul, Duluth, U. S. A.; London, England. 
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Question’ ? 


In the thrifty towns and villages ey the 
New England, Middle and Southern States 
are published the 1400 local family papers 
comprising the ATLANTIC COAST LISTS. 


Sixty per cent of these papers are the ONLY 
publications in their respective towns—84o 
out of the 1400 papers. 


The Question naturally arises to 
the thinking advertiser : How can this sec- 
tion be thoroughly covered, except by the 
use of the 


ATLANTIC COAST LISTS 


of papers? There can be BUT ONE 


Elnswer to the question, that being— 
There is no other way. Mf the readers of 
the towns in which these papers are pub- 
lished are to be secured, there is certainly 
but one way of securing them, and that 
is through the 1400 local papers of the 
ATLANTIC COAST LISTS. 

It can be done at half a cent a line for transient adver- 


tising. Quarter of a cent when 1ooo lines are engaged 
to be used during the year. 






































one on] 


ATLANTIC Coast LISTS, 


134 Leonard St., New York. 
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ADVERTISING CLOTHING. 


INTERVIEW WITH MR, FRANK 8B. 
CHAMBERS, ADVERTISING MANAGER 
FOR ROGERS, PEET & CO. 


AN 


Rogers, Peet & Co. have always 
been liberal advertisers. In getting 
up their advertisements I have aimed 
at three things : 

1st—To make the advertisement at- 
tractive ; 

2d—To say what I had to say in a 
plain, business-like, truthful way ; 

3d—To adapt the advertisement to 
the weather. 

It is nearly twelve years now since 
we introduced the use of outline cuts, 
which have ever since been the feature 
of our advertising. I am a great be- 
liever in illustrated advertisements. 

Away back in 1879 very few cuts 
were used in the daily newspapers. 
The few that they ran were the old 
style wood engravings, and the effect 
in print was a black, botchy mass of 
lines which might be made out and 
might not. The chances were about 
equal. We used cuts even then, but 
they were very unsatisfactory. 

One day a friend of mine—a pub- 
lisher of a trade paper—told me that 
there was a young English artist in the 
city named John Ramsden, who was 
very clever in pen-and-ink outline 
drawings. 

I looked him up at the first oppor- 
tunity, and soon had him under con- 
tract to do our work. That was the 
dawn of outline illustrations in the 
daily newspapers ; and I think I may 
say that to Rogers, Peet & Co. the 
credit for the innovation is due. 

Ramsden was very clever with his 
pen, but his work, of course, would 
not compare very favorably with the 
cuts that we turn out to-day. His 
drawings were crude in comparison, 
but they were the best in use at that 
time. 

Since then we have always had a cut 
at the head of our advertisement. 

The object of an illustration is prin- 
cipally to attract the eye of the reader, 
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It is necessary, therefore, that the 
drawing should be well executed and 
that the subject which it aims to illus- 
trate should be timely. It may be 
serious or it may be humorous. It 
may represent some current event of 
the day, or it may simply tell of a new 
style in coats that we desire to call to 
the attention of the reader. In my 
opinion it should never refer to poli- 
tics, religion or race prejudice. 

I recollect once, several years ago, 
we ran a cut illustrative of some Hi- 
bernian trait. The very next day we 
received a score of letters from Irish- 
men criticising our action. We have 
not trampled on race prejudice since. 

One of Ramsden’s drawings that il- 
lustrated a news feature I have before 
me in a scrap-book. 

It was at the time of the great six 
days’ walking match in Madison Square 
Garden. The contest was to end late 
on Saturday night, and it was so close 
that to pick the winner was a very 
difficult task. We wished to run the 
picture of the successful pedestrian at- 
tired in one of our suits. The way we 
accomplished the desired result was 
this: To each of the daily newspapers 
we sent the outline cut of a well- 
dressed man; but the features were 
lacking. This part of the cut was 
mortised, and as soon as it was known 
that Rowell had won his features were 
drawn in and appeared at the head of 
our advertisement the next day. 

So much for the illustrations ; now 
for the reading matter of the advertise- 
ment. 

Rogers, Peet & Co. deal almost ex- 
clusively with men ; therefore the ad- 
vertisements must be written to reach 
them. This is more of a science than 
writing for women. Asa general rule, 
women have more time than men and 
read the advertising portion of the 
newspaper more carefully. You can 
point out a dozen bargains to them 
and they will carefully note each one. 
It is different with the men. They do 
not go shopping. If they want a 
ready-made suit of clothes they want 
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to know where to go and get it. They 
want to be told what the latest coat is 
like ; what is the shape of the new 
hat ; how cheap shoes are now; what 
sort of ties are being worn, and so on; 
but they do not want to be told all 
these things at once, for as a rule they 
do not buy them all at once. 

With all this in view I hold that the 
advertisement should call attention to 
one or possibly two things—no more. 

To decide what you wish to tell your 
customers about is another thing. In 
this I am governed by the weather. 
Every morning I get a report from the 
Weather Bureau as to the indications 
for the next twenty-four hours. If it 
is summer time, and a very hot spell is 
promised, I would perhaps feature ten- 
nis shirts, straw hats or light clothing. 
If rain was promised I might call 
attention to umbrellas and mackin- 
toshes. 

In writing the advertisement I ob- 
serve one invariable custom, and that 
is to tell in as few words as possible, 
in a plain, business-like, conversational 
way, what I have to say. 

Work-a-day men have not the time 
to waste on long, flowery statements 
about bargains, and they prefer not to 
be fooled by the announcements of 
“Bankrupt,” ‘‘ Sheriff's Sale,” ‘‘ Fire 
Sales” or other catchpenny tricks. 
They should be treated in a common- 
sense, truthful way. We appeal to 
the common sense of mankind and do 
not try to practice deception. 

In regard to the type best adapted 
to the display of the advertisement, 
that is largely a matter of taste. We 
use a special font of our own. It is 
clean cut and plain and easy to read. 

For a firm like Rogers, Peet & Co., 
I think that it is the best policy to con- 
fine the advertising almost exclusively 
to the daily newspapers of our own 
city, New York. We do some adver- 
tising in the immediate suburbs, but as 
the bulk of our business comes from 
residents of New York city and Brook- 
lyn we find that they are reached 
through the newspapers of the city. 

Our advertisements seldom extend 
over half a column. As a general 
thing they are from two to three sticks 
long. 

Such, in brief, are my ideas on cloth- 
ing advertising, and they are based 
upon an experience of over fifteen 
years, in which time I suppose I have | 
written, roughly speaking, three thou- 
sand different advertisements, 
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A SAMPLE OF MR. CHAMBERS’ WORK, 








Don’t let your eye be the only guide 
in selecting an outing suit. May look 
well and yet not stand the first clean- 
ing. Our outing suits, made of the best 
English worsted, will wear well, and, 
while we don’t promise that they’ll 
keep clean, will come from the cleaner’s 
in much better shape than the flimsy 
stuff that sells for very little less. 

Negligee shirts $1 to $3. So good a 
shirt for $1 that we dare not describe 
it; you won’t believe we have better at 
$1.50, $2, $2.50 and $3. Straw Hats and 
Russet Shoes make up the rest of the 
out-of-door easy rig. 

Perfect safety and enjoyment in swimming 
were never before found together—now known 
only to wearers of the “Neptune Life” suit. 
Men, women and children. 


ROGERS, PEET & CO. 


THREE Prince, 
BROADWAY } Warren, 
STORES. ) 32d St. 








ADVERTISING A NECESSARY EX- 
PENSE IN BUSINESS. 


By Edward A. Oldham. 


A dose of Beecham’s excellent pills 
may have cured a case of indigestion a 
couple of years ago, but even their 
manufacturer has not the hardihood to 
claim that those identical pills will pre- 
vent another case of indigestion after 
an interval of two years. A piece of 
‘Pears’ incomparable soap may loosen 
the dirt from the hands of the boot- 
black and make them beautifully clean, 
but after that cake has gone to the 
limbo of spent efforts it can no longer 


























be relied upon to wash the urchin’s 
hands. 

In both instances more pills must be 
taken, additional soap used ; and here 
in these homely illustrations we have 
presented to us in a nutshell the basic 
philosophy of advertising. Advertis- 
ing, to be successful in producing those 
results that are so much desired in busi- 
ness, must be steadfast and ‘regular. 
The expense of printers’ ink must be 
put along with rent, insurance, lights, 
clerk hire, and every other indispen- 
sable adjunct of the business. 

The merchant who looks at this 
question in any other way is in jeop- 
ardy. He who hesitates on this score 
is lost. The principle laid down is 
now too finely grounded to admit of 
needless debate. This question being 
decided, he must have an eye to the 
judicious expenditure of the money he 
sets aside for this expense, just as he 
is thoughtful and cautious about get- 
ting insurance in a good company, or 
the employment of clerks who will 
serve best the ends in view. Every 
country publisher in the land is tiredly 
familiar with the individual who thinks 
he has been in business in that com- 
munity so long that everybody already 
knows him and will continue to pat- 
ronize his counters, even though he 
no longer makes known his bargains 
through the advertising columns. The 
great highways of business are marked 
here and there with the remains of just 
such short-sighted merchants. 

The story is so often repeated all 
over the country that it is familiar to 
every one. The young merchant who 
believes in push and printers’ ink ap- 
pears on the scene, and gradually the 
old fellow who banked on past prestige 
goes to the wall, and the wreck is 
strewn by the wayside, to serve as a 
warning that it is as necessary to con- 
tinued success and ultimate prosperity 
to advertise without ceasing as it is to 
pay gas bills every month, It may re- 
quire months of experiments before it 
will be ascertained just exactly what 
amount should be regularly expended ; 
but that fact should be arrived at as 
quickly as possible, and the amount 
decided upon be made to enter into 
every calculation of profit and loss. 
When business more generally becomes 
established upon this principle there 
will be a vast improvement in the 
newspapers of the. country, and they 
will gradually become more and more 
productive of good results. 
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The campaign of education on this 
subject, so steadfastly inaugurated by 
PRINTERS’ INK, ought to be extended 
by every newspaper in the land. 

eal 


TRY THIS. 
‘By Benjamin Webster. 








After all, the great object in adver- 
tising is to secure the same result as 
if the customer came to your store, 
You want him to see what you have, 
to find out about it, and to remember 
where and how it is to be had. 

The easiest customer to handle is 
the one who is interested in your line, 
who drops in now and then, and who 
likes to know what is to be had from 
time to time. 

Upon this principle are the adver- 
tisements of Rogers, Peet & Co., and 
of Wanamaker and others constructed. 
The Seth Thomas Clock Co. is said to 
have begun its success by making small 
improvements in its wares and keeping 
the public informed of them by per- 
sistent advertising. 

A popular method is to havea series 
of small cartoons, humorous if possi- 
ble, and at all events lively. But the 
usual fault of this method is a lack of 
continuity—there is no connection be- 
tween one cartoon and the rest. 

Instead of a series of short stories 
thus told, there should be a continued 
story. Some few advertisers under- 
stand this vaguely, and consequently 
try to make a series of pictures wherein 
they ring the changes upon the worn- 
out notion of following the fortunes of 
two characters—one of whom does, 
and the other does not, wear the im- 
proved aniline eorset or use the sub- 
soil tooth brush. 

But that idea is played out. As the 
miner critic said when viewing the 
fates of the drunkard and the savings- 
bank prohibitionist: ‘‘ The cards was 
set up on that feller from the start!” 
The public draws no moral lesson and 
the advertiser draws no profit from the 
set of pictures showing the direful con- 
sequences of refusing to have your 
underwaist fitted with adamant ribs. 

Nevertheless the continued series is 
a good one, simply because familiarity 
saves time, and an impression deepens 
with repetition. How shall this-ad- 


vantage be secured ? 

Here is one way: 

Let your business be petsonified in 
an easily identified figure—such a figure 
as is used by the weekly paper Puck, 
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for instance. Let this figure be used 
to typify and represent your business, 
as practically or as fancifully as you 
please, and let him appear regularly in 
a conspicuous place, showing by pic- 
ture and text what you have to sell. 
Other figures may be introduced wher- 
ever necessary, and dialogues or graphic 
dramas will do the work for you. 

Suppose you sell clothing. If you 
have a peculiarly good bargain in over- 
coats, the figure appears in one, and in 
a few words tells its advantages. If 
you give away a fur rug and a polo 
cap with each suit, let the figure do so. 

Before long people will identify him 
with your house as completely as if he 
were a portrait of P. T. Barnum or 
that lovely complexion man without a 
neck, whom we all know so thoroughly 
and hate so cordially. Then he can 
say for you what you could not say 
so well for yourself ; and people will 
look for him, and become interested in 
him in direct proportion as he de- 
serves it. 

Baker’s Chocolate girl, for example, 
might be vivified, and made to pour 
out some of that chocolate; or she 
might be shown taking a rest, with the 
tray put down somewhere—anywhere, 
so long as she gets rid of it for a 
while. 

There would be all the difference be- 
tween such a created character and the 
dead trade-marks that there is between 
a character in an interesting story and 
an Egyptian hieroglyphic. 

Remember, if you are old enough, 
that irresistible bird belonging to ‘*‘ Our 
Artist in Cuba,” by Carleton. He was 


like this : But he was 
animate, and when- 
ever a point was made 
in a picture the bird 
was there to em phasize 


it. For instance, if Carleton had written 
this he might have wound up by say- 
ing: *‘ There’s the idea. It’s a good 
one, I know. But if you don’t want 
it, all right. I’m sure I don’t care!” 
And then he would have drawn the 
following, only better : 


po Mim 


Do you see how the bird emphasizes 
the action? That little bird was a 





stroke of genius. Everybody looked 
for him, and was amused by him. 

Try it. Your artist or advertise- 
ment writer will catch the point. If 
he doesn’t, discharge him. He'll do 
better in China than here. 





WITH ENGLISH ADVERTISERS. 
By T. B. ‘Russell. 


Lonpon, June 22, 1892. 

The formation of a new stock com- 
pany has been the occasion of full-page 
advertisements appearing simultane- 
ously in all the London dailies again— 
including the 7Zimes, which is rather 
an event. There is no doubt a vast 
public to be reached in this way 
alone, despite the disadvantages as to 
display, etc. I would not advise Amer- 
ican advertisers to neglect these jour- 
nals. I allude, of course, to the great 
political journals—the Zimes, Daily 
Telegraph, Daily News, Standard, 
Daily Chronicle, Morning Advertiser, 
Morning Post, Leader and Morning. 
I do not allude to the one or two finan- 
cial and sporting dailies, or to the 
Daily Graphic. 

* “* - ~ * 

One thing which the British public 
has to thank the advertising communi- 
ty for is the automatic sale of stamps, 
both by day and by night, when, of 
course, stamps are not obtainable in 
the ordinary way. A company has 
been formed which, by the permission 
of the Post-Office (itself a most en- 
lightened and progressive department 
here), is attaching small boxes on the 
“* penny-in-the-slot ” principle to post- 
office collecting boxes, from which are 
delivered penny stamps. It was not 
found practicable to make a machine to 
deliver stamps simply : and fora penny 
one gets 

(1) A penny stamp, 
_ (2) A small blank envelope contain- 
ing 
(3) A cloth-bound, 64-page memor- 
andum book, 2%(x3% inches. 

Opposite the memo blanks in this 
book are—advertisements. The return 
from advertising pays for book, envel- 
ope (which is quite large enough to be 
used on an emergency), wear and tear on 
machine, and the company’s profit, the 
Post-Office contributing nothing but its 
sanction to the scheme. The memor- 
andum book contains postal rates and 
information, and in a case of great 
urgency it could be used to write a 
message upon, and dispatched in its 
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own envelope—and all for the price of 
the postage. ‘‘ Sweet are the uses of 
advertisement!” At the same time I 
am personally not much enamored of 
this kind of advertising. 

- & x * % 

The Titan Soap Co., whose ‘* Tara- 
raboomdeay ” advertisement was re- 
produced here recently, has a good 
writer, apparently, on its advertising 
staff. The following is one of his lat- 
est efforts—a parody on the nursery 
rhyme: 

The Kine was in his counting-house 

And counted out his store 
Of money, which he found with glee 

Grew daily more and more ; 

Because for wise economy 

His laundry offered scope 
By never using any kind 
But Titan Patent Soap! 


The Queen was in the parlor 
And sat without a care, 
Eating with calm, contented mind 
Her bread-and-honey fare ; 
For “ washing-day”’ no trouble brought 
To make her sulk or mope— 
She knew the merits and the power 
Of Titan Patent Soap! 


The Maid was in the garden ; 
The clothes she hung to dry 
With whiteness like the driven snow 
Dazzled the blackbird’s eye ! 
But when the Knave applauded her 
She pointed to the rope 
And said—“Not 1—they've washed them- 
selves 
With Titan Patent Soap !” 


This is very admirably set-up and 
cleverly illustrated, but in too large a 
size to bear reduction to PRINTERS’ 
INK measure, which I regret. 








++ 
TYPESETTING MACHINES. 
THEORY AND PRACTICE, 





Business Department, 
Houston, Texas, June 20, 1892. 
Editor of Printers’ Ink: 

Your article in Printers’ Ink of June 15 on 
typesetting machines, by Mr. W. W. Pasko, 
was read by me with regret, for I think that 
the gentleman has perhaps inadvertently done 
much harm to the newspaper publishers by 
writing about something that he does not 
thoroughly understand. say harm to the 
newspaper publishers for the reason that any 
doubt expressed as to the unavailability of the 
Mergenthaler Linotype by which a publisher 
delays ordering them is just so much actual 
cash lost out of his pocket for every week he 
sets his type by hand. To all careful investi- 
gators it is known that the Mergenthaler is the 
only practical machine for morning newspapers 
now on the market, or likely to be for some 
time to come. 

The gentleman says that the average speed 
of a good compositor is about 2,500 an hour. 
Now, this office has eight Linotypes in opera- 
tion, having only put them in on April 6 of 
this year. It selected the force from its 
printers, and not one of them even saw a 


Tue Hovusron Post, t 
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Linotype or any other typesetting machine 
until that date. We have eight regulars and 
five substitutes. Every regular is good for 
3,000 ems an hour, and the subs run from 2,000 
an hour, after one week's practice, up. No sub 
can consider his position safe unless he can 
set 2,500 an hour after fourteen days’ prac- 


tice. Below I give you the actual string for 
yesterday, Sunday, fous 19: 

Aver. Days’ 

Name. Ems set. per  prac- 

. , our. tice. 

Aten. .....4010.45 37,200 3,460 58 

Miller ..... 11.15 36,700 3,262 53 

Farnham .. . 10.45 28,000 2,604 55 

Andrew..,..10.45 35,800 3,330 56 

Kohlhoff, , ..10.45 29, 300 2,725 52 

Warner.....10.45 32,400 3,013 23 

GegOB:. icc 11.00 29,600 2, 4! 

Bvacc«s + 10.45 25,200 2,344 15 


Or an average of 2,928 ems per hour for eleven 
hours’ work (two hours’ afternoon composi- 
tion) for solid type—no heads, leads, dashes 
and other phat (ali phat goes to the office). 

“his, too, with a force of six weeks’ experi- 
ence on an average (44 days). Does this not 
show that the statement is wrong that the ma- 
chine “does not do three times as much as 
the hand compositor, nor even twice as 
much"’? I say that our Linotypes now do 
four times as much as one hand compositor in 
the same number of hours worked—of course 
considering the time lost by the hand man 
throwing in his case—and this with a lifetime 
experience on the part of the hand men and 
only six weeks’ experience for Linotype oper- 
ators. Give our men the six years’ experience 
asked for and I'll warrant that they will aver- 
age their teu thousand an hour. It is true we 
may have exceptional men—they are Texans! 

The defect spoken of as to the letters chok- 
ing in the channels on account of dust therein, 
is simply bosh. What is the machinist there 
for but to keep the machines free from dust ? 
and that disposes of the so-called ** formidable 
difficulty.” 

Likewise the statement that “ no machine in 
actual use justifies"’ is misleading. The Mer- 
genthaler uses a wedge (space bar) to com- 
plete the justification of the line, it is true, but 
the operator has three other spaces to justify 
with—the small space, the figure space and 
the em quad—while the wedge-shaped space 
bar is good for a dozen automatic 
tions. I defy you to tell the difference in the 
Fost Linotype justification from hand. 

The article says, speaking of the Rogers, 
“it does not easily get out of order. The 
Mergenthaler, on the contrary, is a large and 
ponderous machine.” I do not exactly un- 
derstand the writer's idea of “ ponderous” 
machinery. Certainly the Mergenthaler takes 
up less floor room than two stands, and the 
Linotypes. being completely automatic, will 
not get out of order if the green hand will only 
let it alone and not try to do the work of the 
machinist in charge. if the operator succeeds 
in stopping the machine, the machinist (or the 
operator himself, after he has learned how,) 
can generally start it with a turn of the wrist. 
Despite the novelty and the fact we have 
twenty-four green men manipulating them, we 
have never yet had a machine laid out as long 
as three hours, and that only once. Of these 
twenty-four men we give regular employment 
to fourteen, promoted one, two left town, one 
of them going to another Linotype office at 
his old home, he having attained a speed of 
3)413 ems an hour after thirty-three days’ prac- 
tice, and laid seven off as incompetent, though 
two of the seven set 2,000 an hour within three 
weeks’ practice, 
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I do not understand what is meant by the 
statement that ‘‘ when a line is completed two 
thin wedges are forced together and give the 
requisite space.”’ Our Linotypes do not operate 
that way. When a line is completed with us 
the operator touches a lever and the line goes 
on its mission—out of sight and mind of the 
operator. 

As to the “irregularity of face" and ‘* heat- 
ing of the matrixes,”’ that is niore absence of 
knowledge: Ours do not act that way. The 
hot metal does not touch the matrixes over 
five seconds, and long before they are dis- 
tributed the little heat which may ener 
have been imparted to them has disappeared, 
and, positively, there is no irregularity of face 
if the machinist does his duty and keeps his 
metal pot well supplied. 

The objection of the constant expense for a 
machinist is funny: Our machinist gets no 
more, indeed not so much, as any of our opera- 
tors, and he could attend to twice the number 
of machines just as well, Neither is the rental 
high, unless it is to be compared with the 
**ponderness”’ of the machines. I calculate 
that gas, repairs, machinists, rental, and all 
costs about nine cents per thousand ems, on a 
basis of one and a quarter million ems a week, 
and our type cost last week 2834 net cents 
thousand (when we paid 4244 cents, including 
heads and leads’, and besides we had the ad- 
vantage of fully half a million ems more in 
heads, leads and advertisements being set by 
the week, The saving is something enormous, 
and publishers stand in their own light by not 
putting in the Linotypes at once—if they can 
persuade the factory to furnish them. I am 
proud to say that the Houston Post was the 
first paper in Texas, if not west of the Missis- 
sippi River, to realize their advantages, and 
that they are a success.in every particular. 

Trusting you will give this space in that in- 
dispensable journal for publishers—PrinTERs’ 
Inx—I am, . L. Watson, Manager. 





REMARKS BY MR. PASKO. 


Tue TypoTHetae. 
Office of the Rec. Sec’y, 
New York, July 7, 1892. } 
Editor of Printers’ Ink: 

The letter of Mr. Watson is an interesting 
one. It shows what can be done with a team 
of bright and nimble-fingered young fellows. 
His remarks, however, display the zeal of a 
new convert, and he thinks, because he has 
successful results for four weeks, that he has 
solved the problem. We, on the contrary, 
who have had thirty years’ experience in the 
matter, know that the successful machine has 
not yet come. It is now more than that time 
since 1 saw and operated the Mitchel, which 
frequently did for a day much beyond an 
average of 2,900 ems an hour. 

1 appreciate the abilities of Mergenthaler. 
His aeosretes reflects credit upon him, and is 
daily being improved. But that it is not ac- 
cepted by the trade as really successful is 
shown by the fact that after six years’ trial, 
and an expenditure of one million three hun- 
dred thousand dollars, less than three hundred 
machines are in use. Publishers have exam- 
ined it, consulted their friends, and refused to 
put the Mergenthaler in. I think they are 
unwise in this. It is a good machine, and 
posers | is saved by it, although never in 
any case forty per cent on the long run. 

In New York there are thirty dailies ; only 
three have these machines. One office is 
chiefly owned by one of the principal stock- 
holders in the Mergenthaler ; one is involved 
jn a labor dispute. In addition to these three 
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the New York Herald has a machine or two 
on test. Publishers of other dailies in this 
city, who have ample facilities for knowing 
the apparatus, and have seen it times without 
number, tell me the results are not good 
enough, 

What are these results? It would be im- 
agined from Mr. Watson’s letter that five and 
six thousand ems an hour was common with 
experts, and that some might hope to reach 
eight to ten thousand. The last is impos- 
sible. One keyboard is as quick as another, 
and these amounts are beyond any operator 
on any keyboard. The former speed can be 
attained by some, but after the New York 
Tribune had used this machine three years 
the results fell short of one hundred and forty 
thousand ems a week for each man. 

In the Louisville Courier-Journal it was 
lower than this, with somewhat less experi- 
ence. One hundred and eighty thousand is 
far beyond the capacity of most operators, It 
is unfortunate that we do not have more 
figures. I have repeatedly asked Stilson 

utchins and other high officialsof the Mer- 
genthaler Company for detailed statements, 
made in such a way that they can be analyzed, 
and have never yet obtained them, nor have 


r other persons, as much interested as | am, 


who have made the same request. The two 
mentioned above are all that have ever been 
vouchsafed. 

The result in the Chicago contest last year 
was 70,000 ems in forty hours. The reason 
of this was the breaking down of the machine 
every day. Results of 150,000 to 200,000 
would have been attained had the operator, 
who was one of their picked men, had two 
machines, one to be used while the other was 
idle. ‘hese breakdowns are frequent. At 
one time every machine in the Louisville 
Courier-Journal office was stopped on this 
account, The New York 7ribune has forty- 
two machines. Twenty would set up that 
paper and a supplement if there were no need 
of surplus apparatus to allow for breakdowns. 
The Cleveland Plaindealer is an instance of 
such accidents occurring recently. 

I am afraid Mr. Watson has not examined 
the face of his type carefully. That all type 
bars made in the North should be irregular 
and faulty, while in Texas they should be 
regular, each letter lining well with the others 
and the hair stroke being complete, would be 
singular. I do not think this is the case, and 
if Mr. Watson will have forty or fifty lines of 
the leader he publishes to-day locked up, and 
a good flat proof taken in his job office on 
hard paper, sending this to me at 19 Park 
place, New York, 1 think I shall be able to 
show him that five per cent are bad letters, 
and sibly twenty-five per cent, A book 
was lately reset by John Polhemus, in this 
city, which had first been done onthe Mergen- 
thaler machine, the characters, however, being 
too defective for the publisher. The work 
was executed in the Mergenthaler office in 
Brooklyn. Similar errors are found in the 
bookwork done by the Rapid Printing Co. of 
this city. The officials of the Mergenthaler 
Co. acknowledge this drawback in conversa- 
tion, but say that the defect is continually be- 
coming less, I believe it is, but it is still very 
important. 

wish to assure Mr. Watson, who does not 
know me, that I have no interest in the Mer- 
genthaler or any rival machine, and have 
never received a dollar from any one of them. 
My interest is solely that of the printer and 
publisher. I wish to see a good machine, 
whoever owns or manufactures it. When one 
comes I shall not damn it by faint praise. 

W. W. Pasko, 

















APPRECIATION. 


Orrick OF CORRESPONDING SECRET/.RY 
Missouri Press AssoctaTion, 
Mexico, Mo., June 27, 1892. 
Editor of Printers’ Ink: 
I have noticed for some time the fight you 


have been making with the Post ce De- 
partment, and I want to congratulate you on 
your tenacity. I think you are right, and 
that ‘keeping everlastingly at it’’ will win. 
Your paper is one of the few I take home with 
me and read closely clear through, advertise- 
ments and all, I think your paper very val- 
uable to the profession and would not do with- 
out it any price, As you will remember I 
subscribed for thirty copies of Printers’ Ink 
to place with the business men of this city. 
They read it and appreciate it. I see no rea- 
son why it should be excluded from the Post- 
Office as second-class matter. I notice that 
the Post-Office Department can give no rea- 
son. I think it is an outrage that you do not 
receive courteous treatment in reference to 
this matter, R. M, Wuire. 


ae 
A MATTER OF GENERAL IMPORTANCE, 


A.LLEGANY County Pus.isuers’ Ass’N, 
A Protective Business Association, 
Bexmont, N. Y., June 25, 1892. 
Editor of Printers’ Ink: 

You are entirely right in your position of 
equal rights with other journals, None are 
more legitimate—and few as valuable. Much 
depends, in the newspaper world, upon the 
decision—just or unjust—of the Post-Office 
Department. We await the outcome with 
interest. Fraternally, 

Witt. M, Barnum, Secretary. 


——+@e——___—_ 
ONE TEXAS COLONEL APPEALS TO 
ANOTHER. 


Linpen, Union Co,, N. J., 
June 14, 1892. 
My Dear Colonel Mills : 

Having been nearly all my life connected 
with journalism as editor, —. manager, 
etc., i naturally have a fellow feeling for any 
one of the “guild’’ in distress. PrinTERs’ 
Ink isa regular trade journal, devoted to all 
the interests of the craft, both in a general 
and specific sense. It is now in its sixth an- 
nual volume of weekly publication, I am 
myself a regular subscriber to it, and regard 
it as one of the very best publications for 
teaching the merchant, publisher and general 
business public how best to advertise and reap 
practical results, that has ever been issued 
from the press. 

This regular weekly journal has formerly 
been admitted to the public mails by the Post- 
Office Department as legitimate second. 
mail matter, It is now printing over 50,000 
copies each week, and will do so during the 
entire present year. Yet for some reason, 
which seems to an outsider only as an exhibi- 
tion of pure spite or a tyrannical outrage upon 
individual rights, put forth by Postmaster- 
General Wanamaker’s Third Assistant, this 
valuable and lawful publication is denied ad- 
mittance to the mails except as third-class 
matter, which high-handed persecution of 
Printers’ Ink has already cost its publish- 
ers $9,000 more than they would have had to 
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heart fairly burns with righteous indignation 
at such outrageous, robbing wrongs, perpe- 
trated upon noble industries and Setthy en- 
terprises by unworthy pubiic servants, who 
are clothed with a little brief authority. The 
Texas Associated Press, in Houston, Texas, 
= 8th, 1892, unanimously adopted the ful- 
owing concerning this matter: 

“Resolved, That in our opinion, Printers’ 
Ink is a legitimate publication, and is ex- 
tremely valuable to the mercantile interests 
of this country, and that it is clearly entitled 
to postage as second-class matter.” 

1 don’t know, my dear Colonel, what to 
suggest as a proper remedy. But with the 
foregoing facts, and volumes more that can 
be supplied if needed, perhaps you would 
know how to turn the rascals out of their 
places of present abusive power. 

I remain as ever, 
Very truly yours, 
£0. H. Sweet. 
To Col. RoGer Q. Muxts, U. S. Senate, 





WOULD PAY IT HIMSELF. 
Office of the 
SAVANNAH CARRIAGE Wacon Co., t 
Savanna, Ga., May 26, 1892. 
Editor of Printers’ Inx: 


We cheerfully enclose $1.0o for another 
ear’s subscription, and would not be without 

RKINTERS’ INK if it were ten times this 
amount. We do not lay claim to being ex- 
tensive advertisers, but we are under many 
obligations for the valuable and numerous 
suggestions that your little journal affords us. 
We do not doubt a moment but what every 
subscriber would be willing to pay one cent 
iW week for the extra postage that the P. O, 

. so ** en exacts from you. 

Ax Rostnson, Secretary. 


—— me 


SYMPATHY FROM THE ANTIPODES. 





Dairy TELEGRAPH Newspaper Co., L’t’d, } 
Sypney, May 2, 1892. 
Editor of Printers’ Ink: 

We have to thank you for the exchange of 
Printers’ Ink. We trust you are receiving 
the Daily ry A regularly. Your little 

ublication is the best and most useful of its 

ind that we have yet seen. We trust that in 
the war with the Postal Department you will 
come out on top, 

With regards, yours faithfully, 

Jas. I. LAnGan, 





The Elmira Daily Advertiser says: 
“The Lockport ¥curna/ is as good as it is 
good-looking.”” When the same remark was 
made about Abraham Lincoln he declared that 
he hoped not.— Brooklyn Eagie. 
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Comprising 150 Weekly Newspapers of 


KEYSTONE the better class. A special low rate named. 


Send for list and estimates. 


LIST. B. L. CRANS, 10 Spruce 8t., New York. 


THE NEW YORK LEDGER 


Keep the fact in mind that the LEDGER pays advertisers, and don’t fail to put 
it on your list for fall business. Rate for 1,000 lines, to be used within one year, 
or for 52 consecutive insertions, $1.00 net per line. Make contracts now. 


ROBERT BONNER’S SONS, Publishers, Spruce and William Sts., New York. 


THE THREE GIANTS, Two-thirds | Canadian Agriculturist. 
of circulation in the U. S. Combined rates, | Ladies’ Home Magazine. 
40 cents per line. Send for sample copies 
end entieanten, | The Fireside Journal. 

B. L. CRANS, 10 Spruce St.,N. Y. Room No. 4. PETERBOROUGH, ONT. 
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the day of publication. 


JOHN IRVING ROMER, EDITOR. 








NEW YORK, JULY 13, 1892. 





A RETAIL dry goods man, a gener- 
ous patron of the local papers, who had 
been solicited pretty persistently to ad- 
vertise in a line of street cars, finally 
agreed to do so provided the car com- 
pany would instruct its conductors to 
stop every car in front of his store, at the 
same time calling out the firm's name. 
It was claimed that this had been done 
before in other cities, but the car 
company seemed to think that such an 
arrangement would be an infraction of 
their dignity and the contract was not 
made. If the idea had been carried out 
it ought to have proved a good adver- 
tisement, for one of the arts in adver- 
tising is being on hand at the proper 
time. The woman who had read the 
firm’s special offers in the morning 
papers would be reminded of them 
just when she was in the neighborhood 
and prepared to purchase. Much news- 
paper advertising is in the nature of a 
reminder. 





IF acertain new invention goes into 
effect we may expect to see the various 
carts and trucks in the city streets con- 
verted into so many perambulating ad- 
vertisements. Patent has been applied 
for on a contrivance designed to be 
fastened to the axle of each wheel of a 
wagon. It will allow a placard to hang 
in a stationary position, no matter how 
fast the wheel may revolve. This disc 


is so arranged that it does not quite 
cover the whole surface of the wheel, 
and may be of any brilliant color the 
advertiser chooses. When several thou-: 
sand vehicles have been thus adorned 
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and go about the city each with four 
pendant invitations to *‘ Eat H. O.” or 
**Use Pears’ Soap” we shall have a 
better chance to judge of the value of 
the invention. 

Thus when one arises in the morn- 
ing and finds the very vehicles in the 
street bearing invitations to ‘‘ Eat H.- 
O.” and ‘* Try Hecker’s Buckwheat,” 
one will be saved the trouble of con- 
sulting a bill of fare for breakfast. 


AN advertisement of rather odd shape 
is now being run in some papers by 
the proprietors of Fred Brown’s Gin- 
ger.. It extends across four columns, 
but is only three-eighths of an inch 
deep. The matter, which is necessarily 
rendered striking by its position, con- 
sists of only a few words, and is in fac- 
simile of handwriting. The extra tax 
which many papers impose upon such 
vagaries of advertising make-up will 
prevent the example from being copied 
to any extent. 





THE old joke about the man who 
managed to get a holiday by taking his 
advertisement out of the newspapers is 
being printed and reprinted with great 
zest by some Western papers. Un- 
fortunately there seems to be some rea- 
son in this bit of humor, for the season 
is now at hand when many business 
men relax their efforts to draw custom 
through printers’ ink. If this is not 
done with the idea of getting a little 
vacation one may well inquire what the 
real reason is. 





Is it wise to raise doubts in the 
minds of possible customers where none 
have existed before? A current adver- 
tisement of a well-known article reads 
this way : 





Notwithstanding criticisms Radam’s Mic- 
robe Killer Cures All Diseases. 











Why refer at all to criticisms? The 
reader’s mind is at once filled with 
doubts. If he is at all logical he be- 
lieves that there are two sides to every 
case, and since this article is being as- 
sailed he prefers to hear the other side 
presented before he becomes a pur- 
chaser. The newly launched country 
editor, who announces that he has 
*“come to stay,” has a better percep- 
tion of the workings of the human 
mind. Confidence carries conviction, 
but he who falters is already beaten. 














THERE are certain classes of adver- 
fisers who feel it necessary to be uni- 
formly dignified, and, in order to avoid 
any possibility of loss of dignity, are 
afraid to attempt originality or even 
timely wording of advertisements. 

Though we have seen some well dis- 
played and brightly worded advertise- 
ments of ‘jewelry, yet, as a rule, the 
jeweler’s advertisement is a plain cata- 

e logue of articles 
for sale, possibly 
with an illustra- 
tion or two to 
enliven them. 

Something de- 
cidedly out of 
the usual run, 
however, is 
shown by Ham- 
mersmith & 
Field, jewelers, 
of San Francis- 
co, Of four sam- 
ple advertise- 
ments received 
from them,three 
are arranged 
with special re- 
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(ost Fw holds Tiny Curt} ~— One to be issued 
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immediately 


IN PLATINUA GOLD OR SILVER. a 
after Easter,one 
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IN EXQUISITE DESIGNS 
(re Yoo 5 . of Lent, and one 
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ARTICLES AS REMEMBRANCES. The Easter 
Hannersnitn & advertisement 
Fie.o, shows a chime 

WO Gurren Sracer. of bells, and is 


ete eel seen sen' ended, in strik- 


out-of-town purchasers: 

ing capitals, ‘‘ Wedding Chimes ; Fes- 
tal Season of Spring Nuptials,” and the 
advertisers then go on to call attention 
to the fact that one of the best places 
to secure wedding gifts is at their store, 
pointing out briefly the articles they 
have especially suitable for such occa- 
sions. 

Their advertisement at the opening 
of Lent, on the other hand, is headed 
by an outlined cut of a prayer-book, 
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with missal marks, and more than the 
first half of this space is taken up with 
this picture, and with the words, ‘** The 
Penitential Season ; Faith, Hope, Char- 
ity.” The remaining space briefly calls 
the attention of the public to their 
store as the place to buy dainty de- 
signs in gold and silver missal marks. 
Their Valentine Day advertisement 
gives a dainty outline cut of the little 
god of love, Valentine, the patron saint 
of lovers, as they name him in the ad- 
vertisement ; and then names a num- 
ber of graceful gifts fit for the day. 
The whole idea 
of thus timing 
the advertise- 
ment to the sea- 
son and the de- 
mands of the 
season is so 
good that it 
seems ungrace- 
ful to criticise ; 
but in nearly all 
the . advertise- 
ments there is a 
loss of clearness 
and distinctness 
in an attempt to 
make the adver- 
tisement very 
pretty—a use of 
too much orna- 
mental type. 
Especia ty is ” pa — 
this noted in the EXQUISITELY DAINTY DE- 
Valentine Day perenne bg 
advertisement ; 
and in the Eas- } 
ter and Lent PENITENTIAL PURSES 
advertising the ee re 
point of the ad- esse! 
vertisement— HAMMERSMITH 
the point that am Pua, 
the jewelers 16 SuTTER STREET. 
wish to make—.wneuseneaee 
does not appear until we get below the 
middle of their space. In glancing over 
a paper to find just what the jewelers 
have for the different occasions one 
might very possibly fail to read the ad- 
vertisement far enough to know what 
it was about. 
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Bessie—Do you read the depart- 
ments devoted to women in the Sunday papers ? 
Jennie—No, my dear. Those articles are fit 
for men alone to read.— Springfield Graphic. 


The Number Limited. — Wife: I 
see your patent Aluminum Drop Remedy is 
advertised to cure just twenty-five diseases. 


Husband (patent medicine proprietor) — 
That's all I could get into half a column. 
ife. 





Some of the fair delegates to the fed- 
eration of women’s clubs seem to be dividing 
their time about equally between pitching into 
the press and sending their portraits to the 
newspapers for publication.—Chicago Times. 


The Extent of his Ability.—‘‘ Is 
Barrows a bright writer ?’’ 

** Well, I don’t like to say that heisn’t. He's 
just the man for the words for a pantomime,” 
—Fudge. 
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™ SPOKANE 
SPOKESMAN 


has 7% per cent more paid subscribers 




















th ther dail blished 
within 300 miles of Spokane, Wash. 
STUI DY LAW 
ome. 
Take. a fy the 
Sprague Correspondence 


School of Law. (Incor- 
orated.) Send ten cents 
stamps) for particulars to 
J. COTNER, Jr., 
Sec’y, Detroit, Mich. 
312 Whitney Block. 


PREMIUMS. 





Dealers with anything good to offer 
in this line should send Catalogues, 
Price Lists, Discount Sheets, &c. (but 
not peinsoccodh men) to the 














Aavettisine 
That Yields 
Big Returns. 





THE 


SundayMercury 


NEW YORK. 





CIRCULATION. 





RATES, MAY 1, 1892. 
General—8th RGB. coccoscccessccces $ .25 
—Inside E 


Local Miscellany... on 
Reading Notices. . 








ee: om not set up the usual claim 

of tat p A fs medium. Its broad circulation, 
= country. and its high . of = 
returns ~~ e 


amount -§-—~y, in its advertising columns. 
es future business bear ‘THE M: 


THE MERCURY, 


ERCURY 


NEW YORK. 
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INK. 


The Hearthstone 


Circulated 1,161,100 
copies last 6 mos, 


The Hearthstone 


Proves Circulation by 
Paper Bills. 


The Hearthstone 


Proves Circylation by 
Printer’s Affidavit. 


The Hearthstone 


Proves Circulation by 
Mailer’s Affidavit. 


The Hearthstone 


Proves Circulation by 
P. O. Receipts. 


The Hearthstone 


Invites investigation 
at any time. 


The Hearthstone 


Has paid, does pay, 
will pay advertisers, 


The Hearthstone 


Circulates in every 
county in the United 
States. 


The Hearthstone 


A Story Paper— Il- 
lustrated—Monthly. 


The Hearthstone 
A Nickle a Number 
—a quarter a year. 


&='The Hearthstone 


September issue 300, - 
000 copies. 


The Hearthstone 


Only $1.75 per agate 
line. 


The Hearthstone 


Second year—Send 
for sample copy. 


The Hearthstone 


Office, 285 Broadway, 
New York, 























Home Circulation. 





The New Haven News 


The 
Family 
Paper 
Of 
Southern Connecticut. 





Largest 
Delivered 
Circulation 
In 


The Entire State. 


The New Haven News 


Every Day Except Sunday. 





Conservative, Clean, Independent. 





For Western and 
Southwestern 


Advertising Use 


The St. Louis 
Magazine 


Now in its twenty-second year, 
and with a bona-fide cir- 
culation above the 


25,000 mark. 


Rates, 30 cts. per line agate. 
Reading notices, 50 cts. per 
line. Special rates for position 
pages given on application to 

T. J. GILMORE, 
Publisher, 
go1 Olive St., St. Louis, Mo. 


Advertisements received through any re- 
sponsible advertising agent. 
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Your Leave Taking 
of business cares will be shorn 
of some of its anxieties if wise 
measures have been made to 
keep your business constantly 
before the eyes of intending 
purchasers. 

Our fixed and low schedule 
of prices makes it easy for you 
to arrange all advertising de- 
tails for these papers quickly 
and with certainty of best 
terms and services, 


Put 


Them 
On 


















Sunday Schov! Times. 
PHILADELPHIA. 





Your 
Ref’d 
Episcopal 


List p 
Christian Instructor. 


These papers take 
no vacation. Their pane Recorder. 


itheran. 
readers buy at all } Presbyterian Observer. 
seasons. 


_ 


In selecting your 
papers for advertis- 
ing, be sure you 
have 


The New Orleans Delta 


on your list. 








Over 260,000 Ccpies 
Religious Press 
Association 
Phila 


BOVesesse 








: 


DAILY, 
SUNDAY, 
WEEKLY. 
@ The best circulation 
$ in LOUISIANA and 
¢ MISSISSIPPI. 
’ 
T 


ndacns 
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Estimates Submitted. If you are thinking of advertising, let me 
send you figures. No charge. New York 
and Brooklyn Dailies a specialty. 
Effective Advertisements B. L. CRANS, 10 Spruce St., New York. 
Prepared. Room No. 4. 








If you want to reach the rural classes of 


NEBRASKA, 


Kansas, Colorado, and South Dakota, the SEMI-WEEKLY STATE JOURNAL is 
the medium. Published at Lincoln, Neb. 


A FEATURE OF CHICAGO. 


Gunning’s Out-door Displays. 











Use the World’s Fair Bulletins and reach 
A Million Readers a Day. 
_ 


THE R. J. GUNNING COMPANY, GUNNING BUILDING, CHICAGO. 


The Beauty of Business, 


Like the beauty of health, depends upon the har- 
monious working together of all the parts. A part 
of, not an adjunct to, the business body, is advertis- 
ing. Is yours doing its proper work? Is it in 
harmony with the rest of your business? We shall 
be glad to correspond with you on this subject. 


The Robinson-Baker Advertising Bureau, 


107, PULITZER BUILDING, NEW YORK. 











NEWSPAPER MEN..... Are getting... . 
SEED GROWERS ...... ee O 
COFFEE ROASTERS... .. PREMIUM USE | 
ee. .....:tane 





SPICE GRINDERS Ldustrated Catalogue, 
BAKING POWDER MANUFACTURERS. § ‘are inv. 


> 


EMPIRE PUB. CO., 146-148 Worth St., N. Y. 
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—__ “= ESTABLISHED 1886>> __— 


The Press=-News 4 4 
Ss Association 


Is an Associated Press Organization, 
supplying Domestic and Cable 


News to Daily Papers 











by wire. 

The Press-News Association supplies one-fifth 

of the Daily Papers in the U. S. using a news service. 

It has leased wires to and active correspondents in every 
preminent city in the U. S., Canada and Europe. 


sb. 
FF 


Write for Information to Business Office. 
Pres., T. J. KEENAN, Pittsburg Press. | NEWS OFFICE: 





Vice-Pres., W.H. GRIFFITH, Denver Sun. World Building, New York. 
Treasurer, W. D. BOYCE, Boyce’s List, Chicago. BUSINESS OFFICE: 
Mgr. and Sec., H. P. HALL. 118 Fifth Ave., Chicago. 





FOR BOOK WORK and 
FINE COMMERCIAL 
PRINTING. 


Printers like it because it 
4 ? Does not skin, 
Ulilson S Does not dry on the disc, 
Free flowing in fountain, 
Raven Does not offset, 
Is brilliant and 
Black ‘Does not waste. 


We will send a sample package to any 
address upon receipt of $1.00 in cash. 


W. D. WILSON 
PRINTING INK CO., Limited, 
10 Spruce St., N. Y. 
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Ps 





To the questio 
advertiser, ‘‘ Where shall I place my 
advertising that it may do me the 
most good for the least money ?” the 
answer easily and properly follows: 


" ALLEN’S 7 
Why? Because they are popular, S *, 

i 

> 











powerful, and the most effective chan- 
nel through which to reach the rural 
masses—a class of progressive and 
prosperous people, who have the 
money to spend and spend it freely. 











Che Christian Advocate. 


ESTABLISHED 1826, 


Represents ‘* The Methodist Episcopal Church ’’: the largest body of evangelical Christians 
on this continent. Its influence among the membership of the Church is very extensive. Its 
advertising columns are carefully supervised, nothing being admissible in any way offensive to 
refined taste or of the character of which there is any doubt. 


Advertising Rate—Fifty Cents per Agate Line per Time, Cash in Advance. 





DISCOUNTS on orders for space used within period of one year. 


BE Ree ONE GREE... oscviecccnscoscedecrecsceuees 10 per cent. 
ee BN OE BOING 66 siicsccecscicrecsoccssvesdeeesce 15 per cent. 
Te sc ccivcitce sveesgeehenecbeen 20 per cent. 
i CE csccosesecccetctcsss coscesiedees 25 per cent. 
De Bee MN MINE «, occcc ccc cvecesecccoessecces cose 80 per cent. 
Ce EIN cin cecesgeivesseivegueseeesoowre 4O per cent. 


Business Notices, following reading matter on 14th or 15th page, set in Agate solid 
and marked **Com.,” $1 per line per time, Net Cash. 
Educational Institutions are allowed a discount of 20 per cent from rates. 
Situations Wanted ! Under this head we will insert advertisements for 30 cents 


per line per time, net, 
An Advertisement in this paper is 
A swift messenger to a wide-awake People. 


Sample copies sent on application. 


HUNT & EATON, Publishers, 
METHODIST BOOK CONCERN, 
150 Fifth Avenue, cor. 20th Street, - - - - - - = New York, 
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ABSOLUTE 





- - OVER - - § 


THIRTEEN MILLIONS 


- = A YEAR = = 
S= THE = 


| St. Louis Republic’s : 
b TWICE =-A=WEEK 
EDITION 


No other single publication in the United 7 
States issued less frequently than daily, 
with one exception, distributes as many 
§ copies in a year as the Twice-a-week Edi- § 
Z tion of the St. Louis REPUBLIC. 























6 
9 
§ 


A 45-page Pamphlet, showing the 
GEOGRAPHICAL 
; DISTRIBUTION 


OF 

iv CIRCULATION, ’ ( 

~ by States, Counties and Post Of- 
fices, together with Advertising 


Rates, mailed to any advertiser 
upon application. ‘ ° 









- THE - 


§ St. Louis Republic, 






- ABSOLUTE 





ST. LOUIS, MO. shell 
WALLACE 6. BROOKE, Manager, CIRCULATION 


146 TIMES BUILDING. 
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= paTiOn —— __ 
ae provera ——— 


Why They Sell. 





Many people who do not see the 


Saturday Blade, 
Chicago Ledger, 
Chicago World, 


every week, wonder why they sell in 


400,000 Lots Weekly, 


If you watch the news features of these great weeklies 
you will discover that the news is just as late as in any 
prominent Morning Daily, as these papers have a Tele- 
graphic News Service from the Press News Associa- 
tion, which enable them to compete with any daily. 
They are the Only Weeklies having a News Service 
from a prominent Association. 








Thus it is in everything with 


W.D. Boyce List of Big Weeklies 


with a telegraphic news 
service that discontinue 


any ad. at any time, with 
one price to all, all the 
time. Proving circulation 


every week in the year. 








BLADE, $1. ms per line. 1.60 per 


Rates | si" 3 Papers waz 


For Space apply to any atelieh ae or 


W. D. BOYCE, Chicago. 
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The Wealth producing power of printers’ 


ink has never been fathomed. Gigantic fortunes 
have been made by judicious advertising, and 
the opportunity is more favorable to-day than 


magic city of Chicago, and the best medium the 


Matchless ,,,. 


PROS 


Circulation. 


Millions of dollars are being expended alone on 
the World’s Fair buildings, and Chicago to-day 
is the busiest city in the world. 


The Mail is fearless and outspoken. Nothing 

of a sensational or immoral character ever enters 
‘ its columns. It is a clean evening paper, giving 
all the news and columns of choice reading at 
the time of day when all have leisure and read 
with pleasure. Your ad will fall on fruitful soil. 


TEC ROP ROE 















TRIB YELL DING $n Circulation THe Man holds 
walt second place among the evening 
SC BECKWITH papers of Chicago. This was proven 
in the Siegal, Cooper & Co. contest. 
More than 60,000 every day. 


Truth. 







ever before. There is no better field than the - 


Plain Truth 
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el P 


Py H H 
‘ 2 Largest Circulation 


° HAS THE «- 


} OF ANY PAPER IN 


S PENNSYLVANIA 


Ss OUTSIDE OF PHILADELPHIA. 
ACTUAL DAILY AVERAGE FOR 1891, 


38,491 Copies. 


The Sunpay Press, while still in 
its infancy, shows an average circula- 
tion of 16,600 copies. 





The steady growth of the Dasty NN 
Press is demonstrated by the figures \N 
for February, 1892, which show an 
average circulation of b 


a Ay 

Poised 43,035 Copies. §\ 

SC EC KWITH “(37 AGENT-FOR FOREIGN ADVERTIING, | 
y 48 -TRIBUNE-BUILDIN 
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PRINTERS’ INK. 


FROM IT. 


In Printers’ INK of Feb’y 25, 1891, there appeared an ac- 
count of a man who got desperate for work and took to ad- 
vertising for a situation. He fired at the public through the 
want column this breezy conundrum : 
























Can a man, a good square man, get anything to 
do on God’s green earth? 


~The appeal was irresistible; the answer was in the affirmative—by a large 
majority. 

Here is another case: A prominent clergyman in Boston needed an errand 
boy ; so he advertised in the wantcolumn. One reply read this way: 


* ° * “I seen you advertise fora boy. I am one. I can do things as you 
want ’em, and can hustle. Most folks ain’t got no use for a boy—betes hel how hard times 
is. I want the job. Joe WHITE.” 


—This rather shocked the minister, but it made an impression. Of many let- 
ters this one held his attention; it pulled on both his curiosity and sym thy, and 
he took to the boy’s frank and original way of puttingit. “ Joe” got the job. 

_ But the newspaper cuts some figure in the calculation of results; both the 
minister’s and the ** good square man’s” advertisement would have falien flat in 
any other than a want medium. 

An advertisement to be effective must reach a class who buy the things adver- 
tised. You can sell second-hand pulpits, or last year’s almanacs even, if youadver- 
tise in a newspaper which goes to people who want those articles. 

To sell an article of real merit, which naturally seeks a general demand, ad- 
vertise in a agvepegee which is read by people who can and will buy when they 
know of it. Sucha newspaper is 


THE CLEVELAND WORLD. 


Over and Counts 
36,000 | 24,000 for 
Daily | Sundays | Something 
—It counts for more than double that circulation 
in many other cities. 
The WORLD isa live home paper, filled with meaty 
news, and goes to a buying class. It is a prosperous 
paper ; the fact that it is prosperous shows the hold it 
io on the people who buy and read it. 


It isa want medium. To reach buyers put your 
advertisement where buyers will see it— 


IN THE 
CLEVELAND WORLD. 


Ss. C. BECKWITH, 


Sole Agent Foreign Advertising, 
48 Tribune Building, New York. | 509‘ The Rookery,’’ Chicago. 
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Ask for 
The Bee. 


Some advertising is 
pleasing, but ineffective ; 
it is as mild and soothing F — 
as the waters of Siloam—comforting but costly. I don't take 
stock in that rest-producing kind. 

I believe in effective advertising, the business end of which 
is to impress the buyer—make itself felt. A genuine help, the 
first requisite to effective advertising, is a live newspaper. 


The Omaha Bee 


Daily 25,000, Sunday 30,000, Weekly 42,000, 


Is a thoroughly good paper. For thirty years it has had the lead. 
It has grown up with the town, and now has a city of 150,000 
people and the richest farming country in the world behind it. 

It is easy enough to go down hill, but to climb the rugged 
road to wealth is another sort of a contract. 

To go up lively and feel good all the way—with the spright- 
liness of youth and the buoyant step of a June bridegroom in 
the morning—is worth trying for. Such a success at one 
bound brings a satisfaction and confidence rich with reflection. 

There are 25,000 Daily 
Working Bees—no drones. 


The Bee 
Will Help 
You Up Hill. 


Advertising in lcieebatels of KNOWN GIRGULATION 
Means Business Success. 
—————— 


A. FRANK RIGHARDSON, Special Agent, 
Tribune Building, New York. | Chamber of Commerce, Chicago, 
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